Abstract
Introduction

1.
Appropriate advertising plays an increasingly significant role in the marketing activities of companies facing industry competition. Advertising has been considered one of the most effective means of providing information on company products and in the attraction of new customers to the firm. To win against industry competition and capture market share, companies cannot operate in an environment of half-hearted advertising spending. Nielsen Advertising Information Services (2013) indicated that Indonesian media spending reached Rp 51. 2 trillion in the first half of 2013. This showed a 25% increase in the national media spending in the first half of 2013 compared to the same period in the previous year, and a 130% increase over the same period in 2009.
One effective advertising medium in conveying a message and affecting consumers is television. Nielsen Advertising Information Services (2013) calculated that in the first half of 2013, television media advertising contributed approximately 68 % of total ad spend. Kotler and Keller (2012: 670) state that the television advertising has a significant advantage in that it has a broad range that combines image, sound, and motion to stimulate the senses and heighten attention. Television advertising has grown from just display images and communication about the product. It now relies on a wider range of appeal to attract attention. According to Belch and Belch (2009: 283) , advertising now contains a kind of fascination that includes informational/rational appeal, but also emotional appeal expressed in fear, humor, or sex.
A significant appeal often used by advertisers is sexual. 'Sex sells' is a trusted philosophy used by several marketers in the pursuit of marketing their products. Sexual appeal advertising is thus one application of the philosophy of "sex sells". The assumption is that consumers are motivated by advertising using sexual and provocative imagery. Furthermore, some marketers will blend sexual appeal with other elements of Belch and Belch's (2009) analysis with often subtle blends of humor or fear. Sexual appeal advertising seeks to attract the attention of consumers and strengthen brand associations. Advertising seeks to attract consumer attention and ultimately influence buying behavior. Buying intention can measure the likelihood of a consumer to buy a product. The higher the consumer interest in a product, the higher will be the consumer desire to buy that product.
In 1983, 15% of advertisements used sex as a selling point. That number increased to 27% in 2003. Out of 18 categories of products, the most frequent use of sexual imagery in advertising was in health and hygiene products at 38%, beauty 36%, drugs and medicines 29%, clothing 27%, travel 23%, and entertainment 21% (Reichert, businessnewsdaily. com : 2012) . One company that extensively uses sexual appeal in advertising is PT. Unilever Indonesia Tbk (Unilever). In particular, and for the purposes of this research, Unilever uses sexual appeal advertising for the promotion of its AXE range of products.
AXE is a male grooming product first launched in 1983 in France. The AXE brand has now become one of the leaders of male grooming products in more than 60 countries. In Indonesia AXE occupies market leadership winning Indonesia's Favorite Youth Brand 2013 in the perfume/ body spray/ body mist (male) product category. AXE advertisements regularly attract attention. AXE has won the Cannes Lions Advertising Awards more than ten times. One of the series of Indonesian AXE advertisements that have attracted the most attention is the series, "Heaven on Earth". This series follows the AXE message promoted by bikini-clad women in our countries that using AXE products prompts sexual attraction. The series of Indonesian advertisements illustrate that by using AXE products men can captivate an angel to fall from heaven.
The main advertisement begins with a scene whereby a young Indonesian man applies AXE products before going to bed. After falling asleep, the man is woken by a beautiful female winged-angel seductively pulling back his bed sheet and lying next to him. Further angels appear that playfully engage with the man and each other. The angels massage the man's head and shoulders, mix drinks for him and entice him with a soapy and alluring sponge-wash. The advertisement ends with a display of AXE products and a message printed across the screen that states that AXE products have a sexy fragrance.
By using the AXE "Heaven on Earth" series of advertisements, this study seeks to determine the effect of sexual advertising on Indonesian consumers.
Literature Review 2.
According to Kotler and Keller (2012: 478) , advertisements are any paid form of non-personal presentations and promotion of ideas, goods, or services by an identified sponsor. Advertisements have the capacity to reach consumers who are geographically dispersed (Kotler and Keller, 2012: 490) . Advertising can build image in the long term for a product or trigger quick sales. Certain forms of advertising, such as TV advertising, require large budgets, while other forms of advertising such as newspapers do not. The mere presence of an advertisement can have an effect on sales. Consumers trust brands extensively advertised. Television is generally recognized as the most powerful advertising medium and reaches a broad spectrum of consumers with low cost per unit exposure. TV advertisement properly designed and implemented can be a powerful marketing tool that can increase brand equity and positively impact on sales and profits.
The appeal of advertising and execution typically rely on one another, so that a certain appeal can be exercised through a variety of ways and can be applied to a particular execution in a wide range of appeal advertisements (Belch and Belch, 2009: 283) . Belch and Belch (2009: 283) classify the types of advertising appeal as informational/rational appeal; and emotional appeal which also includes the appeals of fear, humor and sex. Sexual advertising appeal can be described as sexuality in the form of nudity, sexual imagery and innuendo used as an advertising tool for a wide range of products. Formally sexual appeal advertising was defined as mediated message (i. e. in commercial TV ads and magazine ads) containing sexual information with the goal of persuasive selling of branded goods. Sexual information itself is content with sexual meaning that is considered as the source (Reichert, 2002: 243) . Lin (1998: 467-468) reveals that the advertising power of sexual attraction consists of three dimensions, namely the physical characteristics, sexually oriented conduct, and the model's sex appeal.
1. Physical Characteristics: the characteristics or elements such as approximate age, physical shape and the clothing revealed by the model; 2. Sexually Oriented Conduct: behavior consisting of three elements, namely physical innuendo, verbal innuendo and physical contact;
3. The Model's Sex Appeal: The sexual attractiveness of the model him/herself, consisting of three elements, namely physical attractiveness, sexiness and sexual objects involved. In addition to creating an emotional connection with consumers through sexual appeal advertising, marketers seek the onset of behavioral responses. These responses are sought in behavior that ultimately leads to the purchase of advertised products. The ultimate goal then of advertising is to influence consumers to buy the advertised product and increase company sales. Schiffman, Kanuk, & Wisenbilt (2010: 497) researched the purchase intention, or the desire/intention of consumers to buy a particular product. Buying intention can be measured by the likelihood of a consumer to buy the product. The higher the consumer interest in the purchase, the higher will be the consumer desire to buy that product. In consumer behavior, buying intention is very often associated with a conative component. Kotler, Armstrong, Harker, and Brennan (2009: 475) through the AIDA models describe the stages through which consumers ultimately determine the attitude of a product.
Research Hypothesis 3.
Based on the empirical and theoretical review, a research hypothesis of this study is: there is a significant effect of the variable Sexual Advertising Appeal on consumers' intention to buy AXE products.
Method
4.
The scale used in this study was an ordinal five-point Likert scale with a one shot or cross-sectional method. Usable 120 questionaires were used. The primary data collection was achieved by distributing questionnaires to the respondents through an online survey. Before completing the questionnaire, respondents were asked to watch via You Tube the AXE television commercial "Heaven on Earth". The link to the ads were given. The study consisted of two variables, namely one independent variable and one dependent variable. The independent variable (X), is sexual advertising appeal consists of three sub variables: Physical Characteristics (X1), Sexually -Oriented Conduct (X2), Model's Sex Appeal (X3). The Dependent variable (Y), i. e. buying intention consists of four sub variables: Attention (Y1), Interest (Y2), Desire (Y3) and Action (Y4).
Results and Discussion
5.
The results show that the variable of the advertising's sexual appeal has a very strong result with an average index of 4. 24 (see Table 1 . ) 
Source: Data used for this research
The results summary indicates some diversity of sexual advertising appeal for each indicator. The highest score from the indicators of 4. 49 was obtained from the sexiness of the models indicator that formed part of the model's sex appeal dimension. This dimension also had a very high score for the two other indicators, namely the physical beauty of the model and their status as sex objects. Therefore it can be concluded that the higher the sexual attractiveness of the models, the higher will be the potential to attract the attention of the targeted audience. The lowest score obtained of 3. 97 was from the clothing revealment indicator. Whilst a score of 3. 97 is still relatively high, it also indicates that that the audience exhibited a tendency to oppose clothing that was too blatant or overt. Therefore, in Indonesia some evidence can be given that if female models within advertisements have too revealing clothing, then the advertisement may not be able to perform the intended function of creating positive desires, preferences, beliefs and purchase intention for the advertised product or service.
The study result may further indicate that Indonesians still hold their eastern culture tightly. That is, that there is still some behavior that is considered too inappropriate to be seen. Perhaps understandably the way Indonesians dress is still heavily influenced by Muslim culture, where women are required to wear modest clothing. Table 2 . indicates the summary of scores for each indicator variable that make up purchase intention. Overall, purchase intention is seen to be quite high with an average index of 3. 275. 
The purchase intention scores indicate some diversity in each indicator. The highest score obtained was 3. 81 from the indicator interested in the way information is given. This score could indicate the strong advertising power of sexual attraction. The Attention dimension is further supported by a relatively strong score for belief in the benefit of the product. The lowest score obtained from indicators was sure to purchase the product (2. 7). This is understandable as strong interest will not always directly equate with exactly the same equally strong intention to buy. There could also be the possibility that the audience feels that an alternative to AXE products may exist. From statistical calculations in table 3 it can be seen that the correlation coefficient (R) between the variables of sexual advertising appeal and the purchase interest is 0. 386. The positive correlation indicates that the relationship is unidirectional, whereby the higher the sexual appeal of advertising; the higher will be the buying intention. According to Taylor (2010: 37) a value of 0. 386 (within the range interval 0. 36 -0. 67) indicates that there is a strong relationship between sexual appeal advertising (X) and buying intention (Y) Results further indicate that the coefficient of determination (R 2 ) was 14. 9%. This indicates that the variable of sexual advertising appeal contributes 14. 9% to buying intention. The remaining 85. 1% is influenced by other factors not included in the model, which may include product quality, price, consumer lifestyle, etc. 
Conclusions and Future Research 6.
The consumer response to AXE's products through the "Heaven on Earth" advertising commercial is very strong. This is indicated by the average index of 4. 24. Male Indonesian consumers in the age of 15-24 responded very positively to AXE products' sexual appeal in advertising measured via physical characteristics, sexually oriented behavior, and sexually attractive female models. This points out that Unilever succeeded in forming a powerful advertising message through sexual attraction that evoked an emotional response in the form of attention.
The potential for consumers to buy the product after seeing an AXE advertisement from the series "Heaven on Earth" is quite strong. This is shown by the average index achieved of 3. 28. Consumers responded well to paying attention and learning the value of the product. Respondents indicated a willingness and desire to try and buy the product. However, respondents were not ascertain to purchase or use the product.
Sexual advertising conducted by Unilever indicate a significant positive influence on consumer buying intention of AXE products, with a t value: 4139 > t table: 1. 98. The study resulted in the regression equation Y = 9. 668 + 0. 386 X, where each increase in sexual advertising appeal (X) should correlate to buying intention (Y) increasing by 0386. Sexual advertising appeal influenced buying intention by 14. 9%. The remaining 85. 1% can be understood as the influence of other factors that are not incorporated into the model.
Of the three dimensions of sexual appeal advertising (Physical Characteristics, Sexually-Oriented Conduct and the models' sexual appeal), it can be seen that the models' sexual attraction is the most powerful in Indonesian advertising. In pursuing a path of sexual appeal in advertising, advertisers must therefore be highly selective in choosing advertising models that can represent and evoke sexual attraction. In order to achieve this, advertisers can conduct a sample survey of potential target-profiled customers to ensure that the model is selected according to the preferences of consumers. This will help to minimize an unfavorable image of the brand and the products offered. The selected model should not only have high sex appeal, but also a good reputation so as to improve the image of the brand and the products offered.
The survey results through the clothing revealment indicator show that respondents are sensitive to the appropriateness of clothing. Therefore, Indonesian companies need to establish clear boundaries of acceptable aspects of nudity so that these dimensions do not attract negative attention from consumers who could easily form negative associations and reactions to the brand and the products offered. Sexual attraction only explains a small portion of the commercial appeal of advertising. To maximize the advertising power of sexual attraction, companies must be able to create advertisements that are not only attractive, but also convincing and able to convey to customers the value of the products offered. Furthermore, companies may be able to support the advertising power of sexual attraction by conducting integrated marketing communication such as the bundling promotions to encourage consumers to buy.
It is suggested that future researchers could conduct advanced research related to sexual appeal advertising effect models and consumers buying intention. Researchers could also develop this study by using other respondents such as females and those from other age groups. Furthermore, sexual advertising appeal in the print and radio mediums could be explored.
